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Xiamen Airlines is a middle size aviation enterprise. With the persistent increasing 
of international oil price, the cost of Airlines is growing up rapidly. At the mean while, 
low cost airlines from both domestic and foreign countries are joining the domestic 
aviation market. Being an airlines focus on the domestic aviation market, Xiamen 
Airlines is facing more and more competition. 
The development of the Internet brings a good opportunity for aviation industry. 
Most foreign airlines caught hold of the opportunity and made good income from it. 
They improved their sales and customer service while reducing the costs. This article 
analyzes the difference between Xiamen Airlines and some advanced foreign airlines 
such as American Airlines and  Southwest Airlines in the application on E-marketing. 
Seeing the large gap, the author tried to find a way to improve the E-marketing 
application level of Xiamen Airlines. 
E-marketing is a type of marketing that can be defined as achieving objectives 
through the use of electronic communications technology such as Internet. Through a 
study on the theories of E-marketing and 4C’s Theory, the author believes that 
E-marketing will improve a company’s power in market competition.  
As to Xiamen Airlines, the author suggested to begin with the three aspects: 
spreading the application of electronic ticketing and carrying through a BPR (Business 
Process Reengineering), developing the marketing and sales based on Internet, and 
implementing CRM (Customer Relationship Management). E-ticketing brings a change 
to traditional business process and creates some new business patterns. Sales based on 
Internet makes our sales cost going down and marketing based on Internet makes our 
Web sites known by the public. CRM will improve our customer relationship entirely 
and realizes ‘one-to-one’ service.  
E-marketing can not be departed from marketing information system. In order to 
build a successful E-marketing system, the author gives some advice on how to build it.  
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网站每天访问量超过百万人次，2005 年美国航空网站销售收入比 2004 年增加 60
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统计数据，2006 年 3 月份国内各航空公司共出售电子客票 258 万张，超过了同期
客票总量的 20%。随着各航空公司推广电子客票的力度进一步加大，今年底全民航
电子客票有望超过 50%，明年有望接近 100%。 
第二节  厦门航空公司网络营销应用状况及面临的问题 
一、厦门航空公司简介 
厦门航空有限公司是 1984 年 7 月 25 日成立的全国第一家企业化航空公司，
自主经营的法人实体，实行董事会领导下的总经理负责制。现股东为：中国南方
航空股份有限公司（占 60%股权）和厦门建发集团有限公司（占 40%股权）。 
厦航是我国民用航空体制改革初步尝试的产物，成立以来，经过 6 年的艰苦
创业，5年的稳步发展和 5年的二次创业，自 2001 年开始进入持续发展期,现已发
展成为一家拥有 35 架波音系列飞机的中等规模航空公司。厦航坚持改革创新，走
规范化管理之路，自成立以来，在安全、服务、效益上居中国民航业前列，公司
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第二章  网络营销及相关理论基础 
第一节  网络营销概述 
一、网络营销的定义 
网络营销在英文文献中描述的词很多，汇总起来主要有：Cyber Marketing, 
Internet Marketing, Network Marketing, Online Marketing, WWW Marketing
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